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:J Muncie Bait and Tackle is a detailed business plan designed for a small bait and tackle 
(:. 
shop in the Muncie area. As business plans are usually used to help obtained funding from an 
outside source, this report contains everything that a potential investor would want to know 
about this business. Important sections include: a section detailing the industry that the business 
will be a part of, a market analysis to show the potential that the new business will have, a 
competition analysis outlining potential rivals and how the new business plans to overcome 
problems associated with them, and a detailed description of the business itself including what 
product and/or services the business will offer, where the business will be located, and how the 
business will be run. A business plan should also contain a financial plan. This section contains 
information important to investors. It details how much start-up for the business will cost, how 
much the business will cost to operate, and how much revenue the business plans to make. The 
extensive research used to create this business plan confirms that there is indeed a viable market 
for a new bait and tackle shop. 
I. EXECUTIVE SUMMARY 
A. Potential 
Muncie Bait and Tackle will enter the market as a sma1110cal bait and tackle shop. There is 
great market potential in the Muncie area of which a new bait and tackle shop could very 
easily take advantage. 
B. Funding Needed 
By obtaining a bank loan for $30,000, Muncie Bait and Tackle will have the capital to fund 
start-up costs. This amount is shown in table 1.1. 
Source 
Building and Land 
Equipment 
Building Maintenance/Renovations 
Office Supplies 
Working Capital 
TOTAL 
Source 
Mr. Hammond 
REMAINING NEEDED FUNDS 
C. Break Even 
Amount Needed 
$37,900 
$2,964 
$500 
$200 
$18,436 
$60,000 
Contribution Amount 
$30,000 
$30,000 
Figure 1.1 illustrates accumulated cash flow for the first year that Muncie Bait and Tackle 
will be operating. From the figure, the break even point will occur in May 2009. It also 
shows that once the business makes it through one seasonal downtime (in this case Febmary 
and March) the business will become profitable and will be able to easily absorb future 
seasonal fluctuations. 
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Figure 1.1: Cumulative Income 2009 
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II. BUSINESS DESCRIPTION 
A. General Description of Business 
Muncie Bait and Tackle will be a small bait and tackle shop that caters specifically to the 
needs of fishermen in and around Muncie, Indiana. As a small retail store, the shop will buy 
merchandise from the producer and sell it to customers at a mark-up. 
A building at 1437 E Main Street in Muncie is to be purchased. This location was 
chosen because it is far enough away from any competitors that it will draw in customers that 
normally have to travel to out of the way places to obtain bait and supplies. This location is 
also in close proximity to the vast majority of the people that live in Muncie. It is located 
close to a heavily trafficked roadway. 
While fishing is in no way new, it is clear that there is great opportunity for a bait 
and tackle shop in this area. People see fishing as an escape from life's daily pressures. As 
thousands of people in the Muncie area continue to participate in this favorite pastime, they 
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generate a huge amount of economic output. As fishing conditions and water quality 
continue to improve in this area, more people will look to fishing as a possible source of 
entertainment. 
B. Industry Background 
Muncie Bait and Tackle will be part of the Sporting Goods and Bicycle Shops Retail Industry 
(NAICS 451110/SIC 5941). According to a study done by the American Sportfishing 
Association, there were more than 40 million anglers in the United States in 2007. 
(Sportfishing Page 2) This means that more Americans fish than play golf (24A million) and 
tennis (lOA million) combined. (Sportfishing Page 4) These anglers accounted for over 45 
billion dollars in retail sales and trip related expenses. Overall, anglers generate around 125 
billion dollars of total economic output every year. (Sportfishing Page 5) 
Figure 2.1: Tackle Sold By Year 
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As this figure 2.1 shows, sales of rods and reels as well as lures and flies showed 
an increasing trend until the recession in the early 2000's. Around 2001 sales reached their 
lowest point in many years. Fortunately the sale of rods, reels, lures, and flies has been once 
again showing a favorable trend. 
Table 2.1 shows a range of values for key business ratios for SIC 5941. This gives 
us an idea of how others firms in the retail industry are doing. These values can also be used 
to evaluate how Muncie Bait and Tackle is doing. The goal by year end is to have ratios 
close to or exceeding the upper quartile ratios. However, it is more normal for a new business 
to start with ratios closer to the lower quartile values. 
Table 2.2 shows on average how much compames III the industry have in a 
variety of accounts. Muncie Bait and Tackle will have more or less in these accounts 
depending on how the business is doing at a particular time and differences in how Muncie 
Bait and Tackle will do business. These values are for use in benchmarking and will help 
assess how well Muncie Bait and Tackle is doing. 
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2004 2005 2006 
Ratios UQ Median LQ UQ Median LQ UQ Median LQ 
Solvency 
Quick Ratio 1.0 0.3 0.1 1.0 0.4 0.1 1.0 0.4 0.1 
Current 3.4 2.0 1.3 3.6 2.2 1.4 3.3 2.1 1.4 
Ratio 
Current 35.8 82.4 179.5 32.2 75.3 165.4 36 71.8 166.5 
Liability to 
Net Worth 
Current 41.1 68.4 98.0 38.5 60.6 94.8 41.6 65.4 94.7 
Liability to 
Inventory 
Total 43.6 1.5.5 225.9 43.9 93.2 219.1 41.5 88.5 204.5 
Liability to 
Net Worth 
Fixed 7.6 19.7 46.2 6.9 18.4 40.2 6.8 19.3 42.8 
Assets to 
Net Worth 
Efficiency 
Collection 1.1 3.7 15.5 1.1 4.0 16.4 1.1 5.1 15 
Period 
Sales to 6.4 4.2 3.1 6.6 4.5 3.1 6.2 4.3 3 
Inventory 
Assets to 28.9 37.9 50.4 28.0 35.1 51.2 30.7 39.6 54.6 
Sales 
Sales to Net 11.9 6.4 4.1 10.8 6.5 3.9 60.7 6.7 4.2 
Working 
Capital 
Accounts 4.8 8.2 11.6 4.4 7.9 11.5 5.4 8.8 12.7 
Payable to 
Sales 
Profitability 
Return on 3.7 1.2 0.1 3.9 1.2 0.1 4.2 1.9 0.4 
Sales 
Return on 9.5 3.5 0.1 9.7 3.5 0.2 10.5 4.0 1.0 
Assets 
Return on 23.0 7.0 0.6 23.5 7.1 1.0 25.2 18.1 2.4 
Net Worth 
(Dunn and Bradstreet 2004 Page 138)(Dunn and Bradstreet 2005 Page 122)(Dunn and 
Bradstreet 2006 Page 116) 
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2004 2005 2006 
Account $ 0/0 $ 0/0 $ 0/0 
Cash 58,027 10.2 85,643 9.6 142,183 13.3 
Accounts 64,187 7.7 57,096 6.4 69,488 6.5 
Receivable 
Notes 3,334 0.4 0 0 1,069 0.1 
Receivable 
Inventory 496,824 59.6 545,976 61.2 628,597 58.8 
Other Current 30,010 3.6 43,714 4.9 40,623 3.8 
Assets 
Total Current 679,382 81.5 732,429 82.1 881,960 82.5 
Assets 
Fixed Assets 103,366 12.4 107,946 12.1 136,837 12.8 
Other Non- 50,849 6.1 51,743 5.8 50,245 4.7 
current Assets 
Total Assets 833,597 100 892,118 100 1,069,042 100 
Accounts 189,227 22.7 198,942 22.3 236,258 22.1 
Payable 
Bank Loans 5,835 0.7 7,137 0.8 5,345 0.5 
Notes Payable 25,842 3.1 18,743 2.1 21,381 2.0 
Other Current 144,211 17.3 155,229 17.4 189,221 17.7 
Liabilities 
Total Current 365,115 43.8 380,042 42.6 452,205 42.3 
Liabilities 
Other Long 97,531 11.7 94,349 10.8 105,835 9.9 
Term 
Liabilities 
Deferred 0 0 0 0 1,069 0.1 
Credit 
Net Worth 370,951 44.5 415,727 46.6 509,933 47.7 
Total 833,597 100 892,118 100 1,069,042 100 
Liabilities and 
Net Worth 
Net Sales 2,199,464 100 2,541,647 100 2,699,601 100 
Gross Profit 805,004 36.6 935,326 36.8 998,852 37 
Net Profit 65,984 3 66,083 2.6 78,288 2.9 
After Tax 
Working 314,267 352,387 429,755 
Capital 
(Dunn and Bradstreet 2004 Page 138)(Dunn and Bradstreet 2005 Page 122)(Dunn and 
Bradstreet 2006 Page 116) 
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C. Strategy to Differentiate 
Muncie Bait and Tackle will differentiate itself for the competition in five main ways: Live 
Bait, Location, Service, and Appearance and Hours. Differentiation is critical to the success 
of almost any business. 
The easiest way for Muncie Bait and Tackle to differentiate itself from large 
wholesalers will be to offer something that they do not: live bait. Many large wholesalers 
only offer bait that can be stored for a long time. Most only stock night crawlers as they can 
be refrigerated and kept for a long time. Offering a large selection of live bait will bring in 
many customers that need bait that wholesalers do not have. 
The shops location on the west side of Muncie puts it in an area of town that is 
lacking any direct competition. The two main competitors are located on the other side of 
town. This location is also in close proximity to the area's largest source of recreational 
angling: The White River. In addition, the location near Jackson Street is a highly visible 
location and many potential customers will see the store while driving past. 
Individualized service will help this store stand out from big retailers. Each 
customer can be helped separately and specialized attention can be given. If I do not know 
how to answer a customer question or I do not have a product that they are looking for I will 
be able to find out the answer to their question and personally order any product that is 
requested that I do not have in stock. This helpful attitude will contribute to the favorable 
attitude that I hope to cultivate with customers. 
Appearance is how Muncie Bait and Tackle will differentiate itself from its small 
business competitors. Many small bait and tackle shops that I have been to personally have 
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been marginally unkempt and rundown. Aesthetically speaking, these shops make me 
uncomfortable and I would rather go to a cleaner store if I knew one existed. By providing 
customers with a well-lit, clean store I hope to earn repeat customers and draw customers 
away from the other small tackle shops in town. 
Unlike its competitors, Muncie Bait and Tackle will remain open year round. 
When cold weather hits, most bait and tackle shops will close down and the owners will 
either take a few months vacation or they will work in another trade. While speaking with the 
owner of one of the bait and tackle shops, it was indicated to me that while they do not stay 
open for winter anymore, that when they were open they did quite well. This leads me to 
believe that staying open during the winter will be a profitable and competitive move. 
III. MARKETING 
A. Economics 
Research indicates that in Indiana alone retail sales of fishing related merchandise are around 
800 million dollars. (Economic page 1) In addition, these purchases create many jobs for 
local people and help Indiana residents make a living. Table 3.1 sums up some statistics 
about Indiana. 
Total 
Multiplier or 
Retail Sales Ripple Effect 
$800,377,945 $1,382,834,777 
(Economic Page 1) 
Salaries, 
Wages, and 
Business 
Earnings 
$406,941,848 
Jobs 
14,254 
Federal Tax 
Revenues 
$93,156,219 
State and 
Local Tax 
Revenues 
$77,789,225 
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In Indiana, the retail sale of fishing merchandise has countless benefits for the 
economy. Besides creating jobs and incomes for over 14,000 Indiana residents it raises over 
150 million dollars in local, state, and federal taxes. (Economic Page 1) Many of these tax 
dollars go towards preserving and improving habitat for sport fish. 
B. Market Analysis 
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Figure 3.1: Indiana Fishing Licenses Sold 
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(U.S. Fish and Wildlife Service 2004) 
From 1991 to 2006, the number of anglers declined 16%. Figure 3.1 shows the downward 
trend in Indiana fishing license sales. However, over this same period, expenditures on 
fishing trips increased 18%. While it looks as if there is an unfavorable trend in the number 
of people fishing, this smaller number of people is spending much more money on fishing. 
Additionally, this data only takes into account people that actually buy fishing licenses. 
There are potentially many more people that take advantage of fishing in the area. While 
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these people do not buy fishing licenses, they still purchase fishing supplies and still 
contribute to the overall market that exists in the area. 
C. Barriers to Entry 
The biggest barrier to entry that Muncie Bait and Tackle will have to overcome is competing 
with its very similar across town rivals. It may be very difficult for start-up bait and tackle 
shops to take market share away from well established, well known bait and tackle shops. 
D. Products 
Muncie Bait and Tackle will offer a large variety of live bait. Live bait offered will include 
mealworms, bee moths, night crawlers, crayfishes, various sizes of minnows and baitfish, 
and various carp and catfish baits. Also offered will be a moderate selection of artificial baits. 
With the huge prevalence of bass fishing in Indiana, artificial bass baits constitute a huge 
market. Also offered will be a moderate selection of rods and reels. While most will be 
models designed for bass fishing, other offerings will include poles and reels designed for 
pan fish, carp, and catfish. During the winter, business hours will be drastically reduced and 
ice fishing inventory will be purchased and made available. This includes equipment such as 
augers, ice fishing poles, and ice fishing jigs. Muncie Bait and Tackle will also offer state 
fishing licenses. People that come into the store will be encouraged to but a fishing license if 
they do not already have one. The store will provide first hand knowledge of the area and 
where people have had success fishing. 
All rods and reels will be purchased from Shakespeare. Muncie bait and Tackle exclusively 
sell these rods and reels only. 
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Brand Model Cost Quantity Expected Profit Expenses 
Sold Yearly Margin 
Yearly Sales 
Shakespeare Intrepid 24.99 24 599.76 35% 389.84 
Shakespeare Inspinity 29.99 24 719.76 35% 467.84 
Shakespeare Agility 34.99 12 419.88 45% 230.93 
Shakespeare Agility 34.99 12 419.88 45% 230.93 
Shakespeare Synergy 12.99 48 623.52 35% 405.29 
Total 120 2782.8 1724.844 
Brand Model Cost Quantity Expected Profit Expenses 
Sold Yearly Margin 
Yearly Sales 
Shakespeare Uglystick/Spinning 39.99 12 479.88 45% 263.93 
Shakespeare U glysticklBaitcast 39.99 12 479.88 45% 263.93 
Shakespeare U glystick/Crappie 39.99 12 479.88 45% 263.93 
Rod 
Shakespeare Alpha/Spinning 14.99 24 359.76 35% 233.84 
Shakespeare Synergy/Spinning 9.99 48 479.52 35% 311.69 
Total 108 2278.92 1337.33 
Brand Model Cost Quantity Expected Profit Expenses 
Sold Yearly Margin 
Yearly Sales 
Shakespeare Uglystick 45.95 24 1102.80 45% 606.54 
Shakespeare Uglystick 32.95 20 659.00 40% 395.4 
Shakespeare Synergy 22.49 48 1079.52 35% 701.688 
Shakespeare Synergy 22.49 48 1079.52 35% 701.688 
Shakespeare Alpha 24.99 38 949.62 35% 617.253 
Shakespeare Agility 45.95 24 1102.80 45% 606.54 
Shakespeare Pro Touch 14.95 72 1076.40 30% 753.48 
Total 274 7049.66 4382.589 
Most lines will be purchased for Berkley. These include high strength super lines and 
standard monofilament lines. Two additional kinds of line will be purchased called 
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Spiderwire. These lines are very strong and are used for different purposes than the other 
lines in stock. 
Brand Model Cost Quantity Expected Profit Expenses 
Sold Yearly Margin 
Yearly Sales 
Berkley Fireline 14.99 50 749.50 50% 374.75 
Berkley Fireline 14.99 40 599.60 50% 299.80 
Berkley Trilene 19.99 70 1399.30 50% 699.65 
Berkley Trilene 6.99 80 559.20 50% 279.60 
Berkley Trilene 5.99 80 479.20 50% 239.60 
Berkley Trilene 5.99 80 479.20 50% 239.60 
Spiderwire 12.99 50 649.50 50% 324.75 
Spiderwire 19.99 40 799.60 50% 399.80 
Total 490 5715.1 2857.55 
Live bait will be the bread and butter of Muncie Bait and Tackle. It is expected that they will 
account for roughly 50% of all sales. A good selection is available and they are expected to 
sell very welL 
Type Cost Quantity Expected Profit Expenses 
Sold Yearly Margin 
Yearly Sales 
Crickets 1.95 5000 9750.00 80% 1950 
Bee Moths 2.35 6000 14100.00 80% 2820 
Spikes 2.99 3000 8970.00 80% 1794 
Night Crawlers 2.25 6000 13500.00 80% 2700 
Wax WOffilS 1.99 5000 9950.00 80% 1990 
Crappie 0.75 4000 3000.00 75% 750 
Minnows 
Bass Minnows 0.85 3000 2550.00 75% 637.5 
Crayfishes 7.5 1500 11250.00 50% 5625 
Leeches 1.99 3000 5970.00 80% 1194 
Total 36500 79040 19460.5 
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All hooks will be purchased from Eagle Claw. Their hooks come in two varieties Eagle Claw 
Classic and Lazer. Lazer hooks are higher end and will not be available in stock. 
Type Cost Quantity Expected Profit Expenses 
Sold Yearly Margin 
Yearly Sales 
Aberdeen 1.09 500 545.00 70% 163.5 
Automatic Rotating 2.49 300 747.00 70% 224.1 
Baitholder 1.67 1000 1670.00 70% 501 
Circle 4.99 1000 4990.00 70% 1497 
Double 0.99 100 99.00 70% 29.7 
Hat Jig 4.95 100 495.00 70% 148.5 
Kahle 1.99 200 398.00 70% 119.4 
Snelled 1.99 1000 1990.00 70% 597 
Spinnerbait/Trailer 2.49 500 1245.00 70% 373.5 
Treble 4.2 200 840.00 70% 252 
Weedless 2.14 400 856.00 70% 256.8 
Total 5300 13875 4162.5 
Type Cost Quantity Expected Profit Expense 
Sold Yearly Yearly Sales Margin s 
Bullet Egg Shot Sinkers 1.49 4000 5960.00 50% 2980.00 
Bullet Drop Shot Weights 1.79 4500 8055.00 50% 4027.50 
Bullet Reusable Split Shot 1.59 5000 7950.00 50% 3975.00 
Bullet Rubber Grip Sinkers 1.79 3000 5370.00 50% 2685.00 
Total 16500 27335.00 13667.50 
All artificial bass baits will be bought from the Zoom Company. They have created a wide 
selection of soft plastic bass bait. They have many different styles and at least several colors 
for each style. 
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Type Cost Quantity Expected Profit Expenses 
Sold Yearly Margin 
Yearly Sales 
Horny Toads 2.69 72 193.68 60% 77.472 
Mini Lizards 3.19 84 267.96 60% 107.184 
Middle Lizards 1.99 76 151.24 60% 60.496 
6" Lizards 2.49 50 124.5 60% 49.8 
Mag Lizards 3.49 40 139.6 60% 55.84 
Trick Worms 3.49 90 314.1 60% 125.64 
U Tail Wonns 2.99 70 209.3 60% 83.72 
5" Speed Worms 2.99 68 203.32 60% 81.328 
6" Ultra Vibe 2.99 50 149.5 60% 59.8 
Speed Wonns 
Swamp Crawlers 2.99 60 179.4 60% 71.76 
Finesse Wonns 2.99 70 209.3 60% 83.72 
Curly Tail Wonns 2.59 50 129.5 60% 51.8 
Centipedes 3.49 70 244.3 60% 97.72 
Mag 11 Wonns 3.49 88 307.12 60% 122.848 
Split Tail Trailers 2.69 104 279.76 60% 111.904 
Critters Craws 2.49 80 199.2 60% 79.68 
Big Critters Craws 2.49 70 174.3 60% 69.72 
Super Speed 2.99 70 209.3 60% 83.72 
Craws 
Zoom Craws 2.49 80 199.2 60% 79.68 
Flukes 1.99 110 218.9 60% 87.56 
Salty Super Flukes 2.99 90 269.1 60% 107.64 
Total 1542 4372.58 1749.032 
Type Cost Quantity Expected Profit Expenses 
Sold Yearly Margin 
Yearly Sales 
Nets 9.99 40 399.60 25% 299.7 
Tackle Boxes 17.99 60 1079.40 35% 701.61 
Swivels 1.99 2000 3980.00 50% 1990 
Bobbers/Floats 1.79 12000 21480.00 60% 8592 
Bait Buckets 8.49 100 849.00 25% 636.75 
Fishing Pliers 8.99 80 719.20 45% 395.56 
Total 14280 28507.2 12615.62 
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E. Customers 
Region 
Indiana 
Delaware County 
Muncie 
Region 
Indiana 
Delaware County 
Muncie 
(U.S. Census Bureau 2008 Page 1) 
2000 
2006 
Population 
6,195,643 
114,879 
66,521 
Population 
6,080,485 
118,769 
67,430 
Approximate Fishing 
Population 
650,543 
12,062 
6,985 
The data in Table 3.2 was obtained from the U.S. Census Bureau. It shows that while Indiana 
as a whole has grown in population in the six years between 2000 and 2006, the population of 
Delaware County and Muncie has dropped slightly. (U.S. Census Bureau 2008 Page 1) This 
also seems like an unfavorable trend for a business that would like to grow. Calculating the 
approximate number of anglers in the state, county, and city was done using a 10.5% statistic 
obtained from the World Wildlife and Restoration Program website. It says that as a whole 
13% of Americans engaged in fishing in 2006. In Indiana, about 10.5% of the population 
fished in 2006. As this data shows, there are quite a few anglers in Delaware County and over 
half of them live in the Muncie area. 
F. Competition 
Two main types of competition exist for my proposed business: small local retailers and large 
wholesalers. These two types of business are very different and compete in entirely different 
ways. Two additional sources of competition exist: sporting goods stores and the internet. 
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Large wholesalers offer an extensive selection of artificial lures and fishing 
accessories that a small store will never be able to match. They will invariably have a wide 
selection of rods, reels, line, lures, and nearly anything else you could imagine. Because they 
can buy inventory from suppliers in bulk, their price point will also be impossible to meet. 
However, large wholesalers typically do not sell a wide variety of live bait. Live bait is often 
preferred over artificial bait and I believe that these large wholesalers are making a mistake 
by not offering a larger selection. 
Small local retailers will constitute the bulk of competition. They will offer 
essentially the same products and services. The main way to differentiate from them is 
simply to start up in a different part of town. The last thing that most people want to do when 
they go fishing is to drive twenty minutes out of their way to get bait and other supplies. 
Sporting Goods Stores are another source of competition. They usually do not sell 
live bait but have a moderate selection of rods, reels, lines, artificial baits, and other things 
that Muncie Bait and Tackle will also sell. 
The internet has been steadily gaining popUlarity as a way to shop from home. 
This affects the sale of tackle mostly. Artificial baits also are very easy to purchase online. 
Luckily, as live bait will be the main money maker for Muncie Bait and Tackle, the internet 
should only have a partial effect on the business. 
Because Muncie Bait and Tackle will be operating as a small business, there will 
only be two businesses with which Muncie Bait and Tackle will directly compete. The two 
main competitors in Muncie are Sayers Bait and Tackle and Lighthouse Bait and Tackle. 
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They are both located on the same road on the east/south east side of Muncie. Table 3.3 
contains the address and telephone number of each competitor. 
Sayers Bait and Tackle 
2720 East Memorial Drive 
(765)282-1343 
Lighthouse Bait and Tackle 
2830 East Memorial Drive 
(765)287 -8587 
These competitors offer virtually the same products and services that Muncie Bait 
and Tackle will offer. They are both relatively small retail stores. Sayers Bait and Tackle 
sells many different types of live bait and carries small assortments of hooks, rods, reels, 
artificial baits, and many other fishing accessories. Lighthouse Bait and Tackle is a much 
larger store than Sayers. Lighthouse also offers an extensive selection of live bait. But unlike 
Sayers, Lighthouse offers a pretty thorough selection of all other fishing accessories. They 
offer several price ranges of most individual products. For example they sell 4 brands of 
nearly identical hooks. Each of them sells for a different price ranging from cheap to 
somewhat expensive. Sayers Bait and Tackle closes for the winter in September and does not 
open again until March. Lighthouse Bait and Tackle has not been in business for a winter yet 
so it is unclear whether or not they will remain open during winter. Having at least half of 
your main competitors closed during the winter will provide a huge opportunity for Muncie 
Bait and Tackle. 
G. Niche 
The main niche that Muncie Bait and Tackle will occupy will be serving local residents with 
quality products at a convenient location. 
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H. Marketing Strategy 
Promotiolt 
Muncie Bait and Tackle will get the word out about its business in four ways. First a sign 
is to be placed outside of the building along Jackson Street. Jackson Street is a very 
heavily trafficked roadway and will provide great exposure for advertising. This sign has 
the potential to attract a great many people to the store. Second will be the distribution of 
flyers and business cards by hand to people fishing along the White River. This should 
generate business as people realize that there is a bait and tackle shop mere minutes from 
where they are fishing. Third wilJ be the distribution and posting of Flyers on the Ball 
State University campus. With enrollment reaching about 20,000 students, Ball State 
represents a huge potential market. Fourth will be word of mouth. Word of mouth is very 
important to a small business as most small businesses do not have the financial resources 
to utilize large advertising campaigns. 
Pricing 
Given the fact that most goods at a bait and tackle shop are fairly standardized and 
readily available elsewhere, pricing for the vast majority of products will have to be 
competitive with the rest of the competition in the area. Odd pricing will be utilized 
throughout the store. Odd pricing is based on the theory that odd prices are perceived as 
much lower than even number prices. For examp Ie, using $1.99 for a product instead of 
$2.00 is perceived as a big difference. Seasonal Discounts will also be utilized to help 
generate sales in slower buying periods. 
Proposed Location 
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Muncie Bait and Tackle will purchase an empty building at 1437 E Main Street in 
Muncie. It is a small 912 square-foot building. It is located close to Jackson Street which 
is a major roadway in the city. It is less than 5 minutes from downtown Muncie and less 
than 5 minutes from the Ball State University campus. The buildings modest size will be 
perfect for the type of venture that Muncie Bait and Tackle will be. Buying an existing 
building will also save time during start-up. 
Distribution Channels 
Product will be bought directly from the manufacturer. It will then be sold in store 
directly to the end users. 
IV. OPERATIONS 
Store hours will follow a pattern that reflects the seasonality of fishing in Indiana. Short hours 
will be used during winter, moderate hours will be used during spring and fall, and long hours 
will be used during summer. One employee will be running the store at all times. Shifts during 
the week (Monday through Friday) will be split into a morning shift and an afternoon shift. An 
employee will work one but not both of these shifts. On Saturday and Sunday, shift change will 
be at lunch. 
A. Summer Hours 
Monday Through Friday 
Saturday 
Sunday 
5:00A.M. to 12:00P.M. & 4:00P.M. to 
9:00P.M. 
5:00A.M. to 9:00P.M. 
5:00A.M. to 6:00P.M. 
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Summer hours will run from June 15th through August 15th . Summer is the time 
when Muncie bait and tackle will be open for the longest time each day. With summer corne 
waml temperatures and more stable weather. Good weather will help keep people fishing 
more often and for longer periods of time. 
B. Spring and Fall Hours 
Monday Through Friday 
Saturday 
Sunday 
6:00A.M. to 11:00A.M. & 5:00P.M. to 
8:00P.M. 
6:00A.M. to 8:00P.M. 
6:00A.M. to 6:00P.M. 
Spring hours will run from April 15t to June 15th • Fall hours will run from August 
16th to December 31 st. Spring in Indiana brings highly unpredictable weather. This can be 
favorable if the weather is good or highly unfavorable if the weather is poor. Most people 
tend to fish only when the weather is nice. 
c. Winter Hours 
Monday Through Friday 
Saturday 
Sunday 
8:00A.M. to 12:00P.M & 3:00P.M. to 
6:00P.M. 
8:00A.M. to 6:00P.M. 
8:00A.M. to 4:00P.M. 
Winter hours will run from January 1 st through March 30th• Winter is also a highly 
unpredictable time in Indiana. Weather is often cold enough to discourage most people from 
fishing but is often not cold enough to maintain enough ice for ice fishing. 
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V. CRITICAL RISKS 
A. White River Pollution 
In December 13, 1999, pollution began to spill into the White River from the Anderson 
wastewater treatment plant. In a few short days this pollution spread downstream and killed 
all of the fish that were in the river all the way from Anderson to Indianapolis. This killed 
186 tons, or 4.6 million fish. It took several years for the river to recover. During those years 
sport fishing on a 50 mile stretch of river was nearly nonexistent. While it is very unlikely 
that an event of this magnitude will ever happen again, smaller problems with pollution are 
very likely and could greatly impact the number of people that use the river as a recreational 
angling opportunity. (White River Page 1) 
B. Inclement Weather 
Throughout the summer, storms normally come and go through Muncie. Some of these 
storms are quite strong. These storms can drop enough rain to make the White River jump at 
least several feet overnight. The water also becomes very dark and muddy. Very few people 
continue to use the river for fishing while it is this way. The river can take as long as a week 
to retum to normal levels and clarity. This becomes a major problem when a vast majority of 
the business depends on catering to people fishing in the river. 
C. Seasonality 
Seasonality, especially in Indiana, is a major problem for the bait and tackle industry. Many 
people stop fishing in late fall when it becomes colder and do not even think about going out 
again until there is enough ice to go ice fishing. This could lead to at least several months 
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where little or no inventory will be sold. However once enough ice is present to allow for ice 
fishing retail sales of ice fishing equipment and bait should be very good. Table 5.1 
illustrates the seasonality in sales that is expected. 
Jan 
10% 
Feb 
8% 
Mar 
2% 
VI. EXIT STRATEGY 
Apr 
5% 
May 
12% 
June 
15% 
July 
13% 
Aug 
10% 
Sept 
10% 
Oct 
5% 
Nov Dec 
2% 8% 
A huge assumption that will be critical in the survival of this business will be the ability of 
Muncie Bait and Tackle to draw customers away from its across town rivals. If the business 
is unable to do this, exit strategies need to be in place. Inventory can be liquidated and the 
store and property can be put back up on the market for sale. 
VII. FINANCIAL SEGMENT 
A. Start-up proposal 
The total start-up cost fro Muncie Bait and Tackle will be $60,000. This cost includes the 
purchase of a building and land, purchase of equipment, renovation and remodeling of the 
building, and the purchase of office supplies. The start-up period will begin December 2008 
and end January 2008. 
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B. Financing Plan 
Source 
Contributed Capital (Owner) 
Bank Loan 
TOTAL 
Source 
Building and Property 
Equipment 
Building Maintenance/Renovations 
Office Supplies 
Working Capital 
TOTAL 
C. Building and Property 
Amount 
$30,000 
$30,000 
$60,000 
Amount 
$37,900 
$2,964 
$500 
$200 
$18,436 
$60,000 
Property and a building will be purchased for the start-up of Muncie Bait and Tackle. This is 
a 912 square foot building that was previously used for retail. It is located at 1437 E Main 
Street, Muncie IN, 47303. The listing price for the building and property is $37,900. This 
price includes the building, the land, and a parking lot. 
D. Equipment 
A cash register will be purchased from Royal Consumer Infom1ation Products. The cash 
register will cost approximately $349.95. 
A custom computer will be purchased from Dell. It wi)] be outfitted to serve the 
needs of a small business. It will have Microsoft® Office Small Business 2008 and 
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Quickbooks Pro Edition 2008 to help with accounting and other business needs. All in all an 
ideal computer from Dell will cost around $1,270.00. 
A refrigerator has to be purchased to keep live bait cold and fresh. A refrigerator is to be 
purchased from Best Buy for $199.99. 
Also, two bait tanks for live minnows will have to be purchased. 30 gallon tanks 
cost around $572.00 each. This leads to a total cost of$1,144.00. 
E. Salary and Wages 
Two employees are to be hired to operate the store day to day. Only one employee will be 
working at a time. Wage expenses can be calculated from the hours the store is open and the 
pay rate of$8.00 an hour. Weekly wages can be computed as follows: 
Summer 
!" #$0/0& '()*+ ,-#$''/ #,0$1)*+ 23 4 5 16 #$%7*- .$)*+ 25 18 #$%7.()*+ 223 9: 
Spring and Fall 
;: #$o/O&'()*+ ,-#$''/ #,0$1)*+2345 1<#$%7*- .$)*+ 25 !"#$%7.()*+ 2=3 9: 
Winter 
>#$0/0& '()*+ ,-#$''/ #,0$1)*+ 23 45 !? #$%7*- .$)*+ 25 : #$%7.()*+ 223 9: 
The manager will be paid a yearly salary of $45,000.00. Monthly that works out to 
$3,750.00. 
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F. Advertising and Promotion 
Advertising before the store opens will consist of printing fliers for distribution on the Ball 
State campus. Advertising after the store is open will mostly consist of running daily ads in 
the newspaper. The Muncie Times charges roughly $8.00 a day for a column inch of black 
and white advertising space. 
G. Utilities and Services 
Internet and telephone services will be provided by Corneas!. These two services will be 
approximately $33.00 a month each. Power will be supplied by Indiana Michigan Power 
Company. Power cost roughly $0.08 per KWH. Muncie Bait and tackle is expected to use 
around 1,700 KWH per month. This leads to a monthly electrical bill of $138.08. Water will 
be supplied by Indiana American Water Company. Water costs around $1.70 per gallon. 
Muncie Bait and Tackle is expected to use around 50 gallons of water in a month. The 
monthly water bill will be around $30.00. 60 gallons must also be allocated before the store 
opens to fill bait tanks. This will cost $102.11. 
H. Office, Sales, and Cleaning Supplies 
An initial $200.00 will be set aside to purchase office supplies to begin the business. $40.00 
monthly will be allotted to office and sales supplies. This will be used for the purchase of 
receipt paper, paper, writing supplies, printer ink, and various other supplies. An additional 
$10.00 will set aside for the purchase of store cleaning supplies. 
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I. Building Maintenance/Renovation 
$500.00 has been budgeted for use in renovating the building after purchase. This includes 
fixing up the building exterior, redoing the interior to be more conducive to selling bait and 
tackle, and reworking lighting fixtures. $8.00 has been budgeted every month for the 
purchase of light bulbs, paint, and other building needs. 
J. Product Expenses 
Product characteristics, expenses, quantities sold, profit margins, and expected sales are 
outlined in the previously in part III. section D. 
K. Interest 
The prime rate, as reported by the Wall Street Journal's bank survey, is among the most 
widely used benchmark in setting home equity lines of credit and credit card rates. It is in 
tum based on the fed funds rate, which is set by the Federal Reserve. The COFI (11 th District 
cost of funds index) is a widely used benchmark for adjustable-rate mortgages. (Prime Rate 
Page 1) 
WSJ Prime Rate 
Federal Discount Rate 
Federa1 Funds Rate 
11 th District Cost of Funds 
(Prime Rate Page 1) 
This Week 
5.00 
2.25 
2.00 
2.918 
Month Ago 
5.00 
2.25 
2.00 
3.111 
Year Ago 
8.25 
6.25 
5.25 
4.293 
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Table 5.1: Expected Seaoonalily of Sales 
January April May July August .+-1 ------1 
10% 5% 12% 13% 10% 8% 
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ŸŸŸJÙŸĚ ÍÎŸĮİŸŸŸÍĮĚ ::51:/200 ĨÏÍĲĦŸĚ13676.50 170956.26 
ProductProfit 
........... ŚŸĚ___ ._. . J ŨŠŪŸĚ.. jl.t:elJnJa:nr ĦŚŸËĚ..... Am:i! ...... Ma.y .... 1 ... ÍŨŅŪŤĦŚŊŚĦÓXŸĻËŊŸÍĚ SgJ.LC!I!lJ..t'!LQc;tober ĦÔŬXŸŤŲŨŸWŊŸĚ..... _IQ.ti!,!_ 
BaitPrufit I 6220.30 ,4976.24 1244.06 3110.15 7464.37 9330.46 I 8086.40 . 6220.30 6220.30! 3110.15 1244.06' 4976.24 62203.05 
Rods and Reels Profit 466,(>693.33 233.33 559.99 699};lC) I 606.66 466.66 466.66 I 233.33 93.33 373.33 4(>66.61 
ÑŬŬÛJVŠŪTPŤÙŸWVŊLŲŬȚÙWĚ 2338.00 I 467.601169.00 2&05.60. 3507.00 I 3039.40 2338.00 2338.00; 1169.00 467.60 1870.40 23380.00 
1----_. LiIl.t:J>rufi!... ŸGİŊGŸĒŲĦÍÏÍĦĮÒĚ__ ÑÎHŪŚÙȚÎŸĦĜÚŸĚ... j ... ŊİĦŊĻŸĚ ... ÎŸĤÍĜĞĚ ÍÏÎĦĮĮĦĦĪİĦÍŸĦĚ J28,60 ... 285..7,,15 
Mil;cProdul.1I;Prufit 317.83 794.58 1906.991 2383.74 i 2065.91 1589.16 1589.16 794.58 317.83 1271.33 15891.58 
Total un .. i 10899.881 8719.90 ÎÍĴŸŸĲĮÍĚ5449.94 13079.85 16349.82 i 14169.84 10899.88 1()!l99.!l8 ' 5449.94 n2179.98 8719.90 108998.79 
CasIt IIDw AalysillM 
Inpub JaJIlI3I}'"09 JldmJaIy-1J9 Marcb-W ApriHl9 :t.tay.(J9 JIIIle-® ŊẀŅXŸĲĚ ADgIlSt-W lieptember-1J9 OdolJa-W ÔŬẂŤÜŞŤŲŸĲĚDocember-1J9 
FimlCOIlb 5,101 5,093 5,101 5,093 5,101 5,093 5,101 5,101 5,093 5,101 5,093 5,101 
VilriallJeCMb 7,S92 6,653 6,753 5,210 9547 11,774 10,902 8,676 8,301 5,210 3,351 7,069 
Iobleust 12,993 11,746 11,&54 10,303 14,6411 16,867 16,004 13,777 13,401 10,311 &,444 12,170 
SUSRevm1lt 17,096 13,677 3,419 &,}48 lO,}I} 2:S,643 22,224 17,0% 17,096 1,543 3,419 13,677 
Gro:aPnfit 9,204 7,024 -3,334 3,338 IO,%ll 13,ll10 11,322 ,,420 8,783 3,333 63 6,608 
NtiPmfit 4,103 1,931 -l!,435 -1,755 S,l!67 1,777 6,221 3,319 ŸHĬĲĪĚ ĤËHİÙÙŸĚ
-5,02.' 1,)07 
CllmllbIWelnClJlllt 4,103 6,034 -2,401 -4,156 I,m 10,4&7 16,70& 20,027 23,722 21,'59 16,934 1&,440 
Cumulative Income 
30,000 
ŖŸLHÕÕÕĚ
20,000 
10,000 
30 
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Additional product information was taken from the following websites: 
1. <http://www.shakespeare-fishing.com/> 
2. <http://eagleclaw.com/site/> 
3. <http://www.orderoutdoors.com/zoolTI.htm> 
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IX. APPENDIX 
These links are for land and equipment that are to be purchased: 
1. Refrigerator: 
<l}Jtp://www.bestbuy.com/site/olspage.jsp?skuId=7558608&type=pro(iuct&id=11492052 
02078> 
2. Bait Tanks: 
<hup:/ /www.corefishingtackle.com/CreekB ankBait Tanks. html> 
3. Internet and Telephone Services: 
<http://www.buycoIl}cast.com/comcast-deals.aspx> 
32 
4. Cash Register: 
<hltp://www.royalsupplies.com/templates/detailnf price.cfm?globaldesc::::;na&rnumb==241 
9&wherefrom=SEARCH&whichord=4868736&department= REG&c lass= N&speciaI=R 
&sold=N&nextrow=TS4240%20Touch%20Screen%20Cash%20Reglster29430M&prevr 
ow= 1 0 1 %20CX%20Compact%20Cash%20Register29400A&nextprev=0&subclass=AL 
L&subname=na&uas=N &zg=45 51 0902&to knso-=passed&pagename=Onli ne%20S to re%2 
ŸŸŬĨŅĴĘÎÌĿŠVUĘÎÌŎŤŦÙVWŤŲVĘĞÎÌĘÎÌŬĴĴĞĨNĘÎÌĻŅŎŨÙŨŨĘÎÌĮĪÌÓÒŸĞÎÌŸŠVUĘÎŌŎȘŦÙVŸËĚ
5. Building and Land: 
<http://idx.cblunsford.com/showdetails. idx? &script=com&m ls=7 &M axPrice=&sortby=P 
RICE&City=MUNCIE&orderbv=DESC&Show=5&Property Selcct=com&MinPrice=& 
E.<!gC=9 &m 1 snumber= 21900> 
6. Computer: 
<http://configurc.us.dell.com/dellstore/config.aspx?c=us&cs=04&kc=6W300&1=en&m 
29=Ql YOS&oc=brcw4zz&s=bsd> 
33 
where little or no inventory will be sold. However once enough ice is present to allow for ice 
fishing retail sales of ice fishing equipment and bait should be very good. Table 5.1 
illustrates the seasonality in sales that is expected. 
Jan 
10% 
Feb 
8% 
Mar 
2% 
VI. EXIT STRATEGY 
Apr 
5% 
May 
12% 
June 
15% 
July 
13% 
Aug 
lO% 
Sept 
10% 
Oct 
5% 
Nov Dec 
2% 8% 
A huge assumption that will be critical in the survival of this business will be the ability of 
Muncie Bait and Tackle to draw customers away from its across town rivals. If the business 
is unable to do this, exit strategies need to be in place. Inventory can be liquidated and the 
store and property can be put back up on the market for sale. 
VII. FINANCIAL SEGMENT 
A. Start-up proposaJ 
The total start-up cost fro Muncie Bait and Tackle will be $60,000. This cost includes the 
purchase of a building and land, purchase of equipment, renovation and remodeling of the 
building, and the purchase of office supplies. The start-up period will begin December 2008 
and end January 2008. 
COOL SAVINGS ON REFRIGERATORS " ct'. UlARNMOftE. 
GE - 4.3 Cu. Ft. Compact Refrigerator - CleanSteel 
Model: GMR04HASCS I SKU: 7558608 
Overview Specifications 
Customer Reviews 
&. Ratings 
Overall Rating 
, 4.0 
Read reviews (1) 
Write a review 
Share this Product: 11. .. 
GllJ Write a review for • a weekly chance , to ŸĚ... ', . Win a $1,000 
ŸHŸGŲJĚ Gift Card. 
See details 
No purchase necessary, 
Ends 8/9/08 
Need Help? 
Call 1-800-931-3704 or 
have us call you now. 
ŸJMĚ
Customer 
Reviews 
Print 
Delivery: Most areas Check Delivery 
availability. 
Store Pickup: Not Available 
Research 
Our Price: 
Place this compact refrigerator in an office, dorm room or 
any place you'd like the convenience of grabbing a cold drink 
or snack. A can rack on the door keeps your favorite 
beverage within easy reach. 
Product Features 
View Energy Guide 
• Analog control for simple operation 
• 3 wire shelves are durable and easy to clean 
• 3 door shelves keep food within easy reach; wire slide-out 
can dispenser holds 12-ounce cans 
• 1 mini Ice 'N Easy tray releases ice cubes with a quick 
twist 
• CleanSteel exterior resists fingerprints, smudges and 
smears; recessed, color-matched door handle for a sleek 
look 
Product images, including color, may differ from actual product appearance. 
Need help? We're available 24/7 at 1-888-BEST BUY (1-888-237-8289) 
Online prices and selection generally match our retail stores, but may vary. Prices and offers are sublect to change. © 
2003·2008 Best Buy. All rights reserved Best Buy, BestBuy.com and the tag design are trademarl<s of Best Buy. For 
personal, noncommercial use onty 
$199.99 
/ / 
Hmne ! Fishing Accessodes : Fishing Reels I ŃJŸŅGÙŪŦĚRods I FI',hlng Lures Temwlal 
.,.. ....... 
·f 
(nrc; FISilillg Jad;k ,\,;Il's-;on<:, ' Creck I lank I hill f allk, - ŸǾĚ( iallon. 30 (,alhll1 ami 50 (F,i1lon llnlll alll;, 
EH'l'yone UŠŸĚheen asking for Creek Balik Bait T,llIl,s and 110\\ Wt' offer these for VUÙŮŮÙŨŨŸĚ
around Ihe United Stlltes! 
j UÙŸĚis the Creek ŅŸŠŪÛĚBait Tank that most profe;;sional striper ŅÙŸUŤŪŪŤŪĚJild striper l:!uidco 
arc using. The liltratiotl system and aeration system is w'lal sets Creek Bank Bail I ŠŪÛŸĚapart Ihlll1 the 
resl. The!'.:: i.s more information ()holll Creek Bank tanks bdow. UŨŨWŨÍŨÌŸWĚpc,)pic have heard ahout 
these and jusl W(Jllt tu know huw they' call get them shipped. Our pric\.:s have the "hipPlllg l'Oc;h bui Il-
in so you \\illnot be I:harged ŠTȘŨÚWÚŬŪŠŨŨŸĚ li)[' shipping. (;et a ('reek Bank Hail lank and forget abuut 
bait UŸŨŨŨVĦĚ
Creek Balik Bait Tank Construction: 
Creek Bank [{ail 'T'anb arc made frum qualit\· materials anel \\ L' rlidll't luk\.: all) 
Creek Bank Bail Tank 
20 (; :Ilion 
:.;" Lung.\ I W' Wick, 
.\ 2()" Tall 
Tank Weight· 32 
pOllnd" 
ŸHËŅĤGŅGĿĿĚFrahill Bail :\ct 
CORE Price: $480,00 
$15,00 shipping: 
Total: $-195.00 
ŸĻTTĚto CCtrt 
Creek Bank Bail Tanl, 
30 Gallon 
n 34" ȚĞÙŠÜŸGWŤŲĚ(round) 
.\2212"lall 
[allk Wl·jght : 40 
pOllnd:,> 
,,{Frn' I'rahill Hail '\d 
COR I.: Price: $550.00 
I S22.00 shipping: 
Total: S572.00 
Add to CCtrt 
Cred, Hanl, Bail Tank 
50 Callol1 
35 14" Long .\ 2:l .\ 4" 
\Vid,: \ '".2''' all 
ÒŨÍŨŮWŸĚ Tank hl : ŸŦĚ
pounds 
,,{Free "rahill Hail '-.d 
CORE Price: $625.00 
$45.00 shipping: 
Total: S670.00 
ŸĻTTĚto CCtrt 
71 
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Order Comcast Cable Service Online in 4 Minutes or Less. An authorized Comcas! service provider 
@omcast The Lowest Comcast Digital Prices in America 
Order by Phone: 1-866-529-8341 
Promo Code: G1079 
rvlon-5at. 9 am-Midnight 
Sun. 10am-9pm EST 
Receive exceptional values in the form of generous rebates tolaling up to $250.00 when you bundle Corncast cable, Internet and phone. Custom-design 
your package in 3 or 2 service bundles. with only 1 bill to pay! 
Comcast Bundle Package Offer! 
1t: 
Plan Prices as Low as $33,00' per Month 
ŸĚ
Plan Prices as Low as $33.00 per Month 
Plan Prices as Low as $33.00 per Month 
W·ÜȚJGÙŸÜÜŅŸFĚ
or call today to order 
1-866-529-8341 
You'll Score Big when you Bum:He with BuyComcastcom! 
Includes Digital Cable TV + High - Speed Internet + Digital Voice= $250.00' 
or call today to order 1-866-529-8341 
If you are interested in learning more about the 3 services that can be bundled for 1 very affordable monthly rate only at BuyCorncast.com. please read on: 
Digital Cable with ON DEMAND 
With Comcast Digital Cable, You Call the Shots. 
• 100% Digital Quality Reception 
'$75 Rebate 
• Up to 270 Popular Channels, with up to 45 Premium Channels' 
• Pay Per View - Get 35+ Channels 
• 45 Commercial-free CD-Quality Music Channels 
• Interactive Program Menu with Parental Control Codes 
• Library of 100s of Movies to Choose 
• Digital Cable Lets You Pause, Rewind, Skip Commercials, etc." 
High - Speed Internet 
With Comcast High-Speed Internet, You're a Trail Blazerl 
• Up to $125 In Rebates 
• FREE Motorola Modem 
• FREE Shipping & Handling 
• Order Today. Online Tomorrow 
• 4 X faster than 1.5 Mbps DSL 
• 7 X faster than 768 Kbps DSL 
Comcast Digital Voice® (CDV) 
With Comeast Digital Voice®. Say What you Have to Sayl 
61261200R 10:22 AM 
Logoff I FAQ's ŅÖŲŨẂŠȘQŅĤŐŮŤȘÙŠŨŐŸĤ
SHOP I You Are Here: Online Store> Alpha 850ML Cash Register 
Welcome to our 
, ÕŪŸŨŪŤĚStore 
New? Create ru:;coun! 
Forgot your password? 
Adler Royal Supplies 
Calculalors 
Cash Registers 
Desk Necessdl9S 
Digital PICture Frames 
GPS & Navigation Systems 
Jump Dnves & ConnectabJes 
OlivettI SupplieS 
Organizers 8: PDA$ 
Outdoors 
Postal Scales 
i Royal: Supplies 
ROYTYPE SUpphes 
Shredders 
TI(M'C!ocks 
Toner & I(lk 
Typewnters: 
Weather Stalions 
Produ<;1 Special$ I All Stock#s 
rrchfor 
j ŒŸŴĿŠŲŨĚ
Remove Items 
" 
Emptye"" 
Checkout 
I. NMQHelp? 
• E-mail u. 
AEIOuT $SL CERTIFICATES 
ŅŸĴJJŸĶŸĚ
! Omega Communications. toe 
• ! 
• 
Alpha 8S0ML Cash Register 
Stock#: 29480J 
[Bookmark Page] [Print Page] 
Price: $349.95 ea 
AII;};}Usl 
Electronic Cash Register with 2,000 PLUs, 200 
Departments & 5-Une by 2O-Character Backlit 
LCD Display & Scanner 
• Easily program each of the 200 departments 
with name or description of up to 12 characters. 
Also, program the appropriate tax rate & 
individual unit prices 
• 2,000 price look-ups! Easily program 
12-character names or descriptions to identify 
each PLU. Reports print sales activity of each 
PLU. 
• 40 clerk I.D. system 
• Custom program as many as 5 messages of 
up to 42 characters each to scroll across the 
customer display. 
• Alphanumeric thermal printer is fast and quiet. 
• Automatic tax computation allows you to 
program up to 4 tax rates (Add-on, VAT, and 
Canadian) 
• Use the serial connection to connect the bar 
code sca nner to the reg ister or con nect the 
register to your PC! RegisterLink software 
inCludes a filter that downloads your end-of-day 
report totals directly to your QuickBooks Pro 
accounting program 
• Includes handheld scanner! 
• Uses 2'1.." (57mm) thermal paper rolls 
Icoii,!P'a;;;.n;;iSj 
CLICK HERE to share with a Friend! 
Others who have bought this product, also purchased: 
013127 - 013127 - Cash Register/Calculator Thermal Paper 
013218 - 013218 - Protective Key Cover 
Cart.s Empty 
Stock#: 
Condit.on: 
MSRP: 
Our Price: 
29480J 
New 
$499.99 
$349.91) : 
You Save $15O.04/ea 
Cmmll-
Quantity 
Shipping Weight for this 
Item Is 23.0 Ibs 
Royal Supplies Available 
Stock#: 013127 
013127· Cash 
Register/Calculator Thermal 
Paper 
View 
Stock#: 013218 
PRICE: 
54.95 
013218 - Protective Key 
Cover 
PRICE: 
$14.95 
Special Products 
Stock#: 29401T 
TimePiiot Time Management 
System 
Stock#: 29096B 
PRICE: 
$249.95 
HT3SL - Cross Cui Shredder 
(3 sheet) 
PRICE: 
$29.95 
Stock#: 29521V 
L 1 • USB LED Light 
Stock#: 29247Z 
PRICE: 
$7.95 
Notebook Cooler Pad, USB 
Hub & Card Reader 
View 
PRICE: 
$49.95 
-II 
-
UUYING SELLING 
Property Details 
Property DetaiJs 
Map WUĦGŸĚPrope ŸXĚ
${lve this ŨŨŨLŸÙŪŦĚ
Description 
Former retail I office uses. Plenty of parking and nice 
commercial budding with lots Of opportunIties. 
• Zoning ŁŒŸẂŠŲÙŤWXĚ
last Updated on Wednesday, ]\lly 16th, 2008 at 8:15AM 
AGENTS AtlGHT 
(Jallel)' 
Inforrndtion reliable but not guaranteect The data relating to real estate for sale on this web site comes in part from ltIe 
IOX program ot the Mid-Eastern lndiana Assooatron of RE"AlTORS®. lOX Informatbn is prmokJed exclusively for consumerS' 
personal, norH;omrnercia! use and may not 'De used tor any ŮẀŲŸĚother ttlao to identify prospectil,le properties con5Umet"S 
may be Interested in purchasing. AI! Mghts reserved 
HOME I OI'EN HOOS!!S I I'ROPERTY SEARCH I CONTACT US I COMMUCtAl. 
II 
II 
II 
Print this page Close 
Dell recommends Windows Vista® Business. 
Print Summary 
Vostro 200 Mini Tower 
Starting Price 
!nstnnt ŐŠẂŨŪŸŊVĚ
Subtotal 
$1,306 
536 
$1,270 
Lease from $34/mo, (48 pmts) 1 
Estimate Payments I Apply 
CiJ Discount Details 
ŸÖŲŤŨÙÜÙŪŠŲXĚShip Date: 719/20082 
My Selections All Options 
Great Vostro Desktops 
starting at $269. 
Shop Now 
FREE VOSTRO 200 MINI 
TOWER UPGRADES TO 
320GB HARD DRIVE AND 
eVD·BURNER UNTIL JUNE 
29. 
Shop Now 
Save 10% off select 
accessories with your Vostro 
system purchase. 
More Details 
-------------------------------------- ĤĤĤĤĤĤĤĤĤĤĤĤĤĤĤĤĤĤĤĤĤĤĤŸĤĤŸĤĤĤĤĤĤĤĤĤĤĤ
• Vostro 200 Mini Tower 
Date 
Catalog Number 
Catalog 
Number I Description Product Code Qty SKU 
Vostro 200: 
Intel® Core™2 Duo Proc 
E8300 (2.83GHZ, 6MB 
L2 Cache, 1333FSB) 
Operating System: 
E83 [223-8588] 
6/26/2008 9:20:20 AM Central Standard Time 
4 Retail 04 
Id 
Genuine Windows Vista® VB31E 
Business, Service Pack 1 
[420-8549][313-5467][420-6581][420-7238][420-7293][420-7658][420-9054] 11 
Warranty & Service: 
1 Year Basic Limited 
Warranty and 1 Year 
NBD On-Site Service 
Monitor: 
Dell 17 inch Widescreen 
E178WFP Analog Flat 
Panel Monitor 
Memory: 
01YOS 
E178WFP 
4GB Dual Channel DDR2 4GB667 
SDRAM 667MHz -
4DIMMs 
Optical Drives: 
Free Upgrade! From 
DVD to DVD+RW 
16XDVDO 
[988-7347][986-5280][983-4250][989-5897][991-2878} 29 
[320-5971] 5 
[311-7362] 3 
[467 -0668}[420-7241} 16 
Primary Hard Drive: 
Free upgrade from 80GB 320G7SP [467-5458] 8 
to 320GB hard drive 
Video Card: 
Intel® Graphics Media GMA3100 [320-5672) 6 
Accelerator 3100 
Floppy Drive and Media 
10 Reader: NOFD [341-4742] 
No Floppy Drive 
Modem and Wireless: NOMODEM [313-5469] 14 No Modem Option 
Sound: 
Integrated 7.1 Channel INAUDIO [313-56721 17 
Audio 
Office Productivity 
Software 
(Pre-installed): IVSBDSB 
Microsoft® Office Small 
[467-5253][991-4098] 22 
Business 2007, w/ 1 yr of 
Training-Live Tutor 
Security Software: 
No Pre-installed NOPRTCT [420-7262] 25 Anti-Virus/Security 
Software 
Top Sellers: 
QUICKBOOKS PRO 280857 [A1280857J 1556 EDITION 2008 WITH 
SYSTEM 
labels: 
Windows Vista T'" VPD [310-8626] 750 
Premium 
Keyboard: USBKYBD [310-9322J 4 Dell USB Keyboard 
Mouse: SCRLMSE [310-9326] 12 Dell Scroll Mouse 
Speakers: 
No speakers (Speakers NOSPKRS [313-5461] 18 are required to hear 
audio from your system) 
Online Web Site: 
Free Microsoft Office 954428 [A0954428] 232 
Live Small Business 
Adobe Software: ADOBEAC [410-1100] 15 Adobe Acrobat Reader 
Dell DataSafe Online 
Data Backup: NODSAFE [420-7179J 34 No Online Data Back Up 
Installed 
Standard Vostro 
Services Tools: NOPCTUE [420-71851 35 No Dell Automated PC 
Tune Up Installed 
Internet Access 
Service: NOISP [420-7280J 37 
No ISP requested 
Purchase Intent: 
Purchase is not intended NOT4SEL 
for resale. 
[462-45061 138 
Network Interface: 
Integrated 10/100 
Ethernet 
.. Laser 1110 
Date 
Catalog Number 
INT 
Catalog Number I Description 
Oell1110 Laser Printer: 
Dell 1110 Laser Printer 
Hardware Support Service: 
[430-2501] 
6/26/2008 9:20:20 AM Central Standard Time 
4 Retail 04 
Product Code Qty SKU 
1110PR [222-1681] 
13 
Id 
1Yr Ltd. Warranty, 1 yr HW Warranty Support, 1 yr AE1YR 
Advance Exchange 
[960-4638][970-2670][983-9747][950-8490] 29 
Print 
Offers subject to change, not combinable with all other offers. Taxes, shipping, handling and other fees apply. U.S. Dell Small 
Business new purchases only. LIMIT 5 DISCOUNTED OR PROMOTIONAL ITEMS PER CUSTOMER. Dell reserves right to cancel 
orders ariSing from pricing or other errors. 
1 Monthly payment based on 48-month Fair Market Value ("FMV") QuickLease and does not include taxes, fees, shipping and 
handling charges. Your monthly payment may vary, depending on your creditworthiness. QuickLease arranged by Dell Financial 
Services L.L.C. ("DFS"), an independent entity, to qualified Small Business customers. Minimum transaction size of $500 required. 
At the end of the FMV QuickLease, you can - purchase the equipment for the then FMV, renew the lease or return the equipment to 
DFS. Please contact your DFS representative for further details. All terms subject to credit approval and availability, and are subject 
to change without notice. 
2 The Preliminary Ship Date represents the estimated time it takes to process your order and custom build your computer based on 
approved credit card purchase. The Preliminary Ship Date is not intended to provide you with an actual estimated ship date. Your 
estimated ship date may vary based upon the payment method you choose and other factors. You will receive your Estimated Ship 
Date in your e-mail confirmation. Customers using E-Check as their method of payment should add 3 days to their Preliminary Ship 
Date. 
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